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Presentation 

 

Moderator: Analysts and investors, thank you very much for waiting.  

It is time, so we would now like to begin the financial results briefing for the fiscal year ended March 31, 2021 
and the briefing for the Medium-Term Management Strategy of Asahi Broadcasting Group Holdings 
Corporation. 

Now Susumu Okinaka, Representative Director and President of Asahi Broadcasting Group Holdings, and 
Shinya Yamamoto, Representative Director and President of Asahi Television Broadcasting Corporation, will 
deliver their presentations. 

First of all, Okinaka will explain the overall performance of the Group. 

  



 
 

 

Okinaka: This is Okinaka. I would like to thank you all for your continued support. And thank you for joining 
us today. 

As you know, we suffered greatly from COVID-19 in the past year. This time last year, in particular, we saw 
numbers like we had never seen before, especially in advertising sales for the TV company, Asahi Television 
Broadcasting Corporation, or ABC TV. 

We are relieved to see that TV advertising recovered in the second half of the year under review, and both 
sales and profits returned to levels quite close to the preceding year. 

However, what was still painful was that we were not able to produce satisfactory programs, hold events, and 
provide services to our customers. 

In the midst of all this, on the other hand, new small businesses were born to cope with the world that had 
changed so much with COVID-19. I think this is a good opportunity for us to rethink how we work and how we 
do business. 



 
 

  

I would now like to explain the consolidated financial results. 

Net sales for the fiscal year ended March 2021 were JPY78.3 billion, down 5.5% or JPY4.6 billion YoY, largely 
due to lower sales in the Broadcasting business. 

Operating income was approximately JPY2.7 billion, a year-on-year decrease of JPY700 million, as expenses 
were controlled due to a decrease in the cost of sales, such as the program cost. 

Ordinary income was JPY3 billion, a YoY decrease of JPY600 million. 

We incurred loss attributable to owners of parent, mainly due to loss on valuation of investment securities, 
et cetera, related to our investment in the video streaming business in the US. 



 
 

  

In the Broadcasting segment, spot advertising sales, the mainstay of the segment, declined a sharp 11.9% YoY 
due to the COVID-19 pandemic. Overall sales decreased by around JPY5.1 billion. 

On the other hand, operating income decreased by only about JPY300 million YoY due to significantly reduced 
costs for program production and other expenses. 

The Housing segment was affected by the temporary closure of the housing exhibitions and other facilities 
amid the COVID-19 pandemic, but large-scale real estate sales resulted in a YoY increase in total sales. 

In the Golf segment, both sales and profits declined due to a decrease in visitors amid the COVID-19 pandemic. 



 
 

  

The following is the consolidated earnings forecasts for the current fiscal year. 

For the fiscal year ending March 31, 2022, we expect consolidated net sales to increase due to a recovery 
from the COVID-19 pandemic in each business segment, including a recovery in sales in the Broadcasting 
segment. 

On the other hand, incomes are expected to decrease. This is because program and other expenses, which 
were decreased by COVID-19 in the previous fiscal year, will return to some extent in the current fiscal year 
and we also expect to spend upfront expenses to grow into a group that focuses on the Content business. 

 



 
 

  

Next is the forecasts by segment. 

Starting with the current fiscal year, the Company has changed its reportable segments from the previous 3 
segments of Broadcasting, Housing, and Golf to 2 segments of Broadcasting and Content and Lifestyle. We 
categorized our businesses as shown below. 

In line with segment change, we did not provide YoY comparison figures. Regarding the breakdown by 
business of these segments, in the Broadcasting business, we expect a YoY increase in sales mainly due to a 
recovery in TV spot advertising. We also expect YoY rises in sales in the Content and At-home shopping 
businesses. 



 
 

  

Next is the current fiscal year’s dividends. 

The dividend for the current fiscal year under review is as described on page 8. 

Based on the dividend policy described below, we have decided to pay an annual dividend of JPY10 per share 
for the fiscal year ended March 2021. 

For the fiscal year ending March 2022, we forecast an interim dividend of JPY5 and a year-end dividend of 
JPY6, for a total annual dividend of JPY11 per share. 

This was an explanation of our consolidated business results. 

  



 
 

 

Moderator: Next, Yamamoto, Vice President of Asahi Broadcasting Group Holdings and President of Asahi 
Television Broadcasting Corporation (ABC TV), will explain the financial results of ABC TV. 

Yamamoto: This is Yamamoto. Thank you for joining us today. 

As Okinaka mentioned at the beginning of this presentation, the previous fiscal year was a really tough year 
for us. In the first half of the year in particular, TV spot revenue was in an unprecedented situation, but in the 
second half of the year, we saw a gradual recovery trend, and thanks to a decrease in expenses, we managed 
to pick up our performance for the year as a whole. 

Even in the midst of these difficulties, I think that the role of television was reevaluated because of this COVID-
19. I had that kind of impression for the year. 



 
 

  

I would now like to explain our business performance. Please see page 10. 

Net sales totaled JPY51,288 million, a YoY decrease of approximately JPY6.3 billion. This was due to a 
significant decrease in TV spot revenue in the mainstay Broadcasting business and the cancellation of major 
sports events such as high-school baseball tournaments. 

On the other hand, due to the impact of the cancellation and postponement of location shootings and 
recordings at studios due to the COVID-19 pandemic, program cost and other expenses also decreased, 
resulting in a JPY48 million decrease in operating income. Ordinary income decreased by JPY40 million YoY. 
We managed to control the decline in income. 



 
 

  

The following page describes the results by business. 

As you can see, sales from the Television business declined significantly. This was mostly due to the decrease 
in spot revenue. I will explain the details on the next page. 

Revenue from events decreased by nearly 50% YoY due to the cancellation and postponement of many 
scheduled events, which were severely restricted by the COVID-19 pandemic. 

Content-related revenue rebounded in the second half of the year thanks to the strong digital rollout of the 
M-1 Grand Prix and the launch of a sub-channel on YouTube. But total sales for the full year declined due to 
the strong impact of the cancellation of the summer Japanese National High School Baseball Championship 
Tournament and the scaling back of Virtual High School Baseball in the first half. 



 
 

  

Page 12 shows the breakdown of TV business sales. 

The biggest impact was the decrease in spot revenue, which I have already mentioned, with sales from spot 
ads in the Kansai region dropping 11% YoY, indicating a very difficult situation. 

Time sales were also down YoY. 

The advertising market itself was extremely difficult due to the COVID-19 pandemic, and our sales were 
affected by the cancellation of the Japanese National High School Baseball Championship Tournament in the 
first half and a decrease in the number of professional baseball games of the Tigers. 

However, even in this difficult situation, In the Middle of Nowhere on national network performed well 
throughout the year. Our famous special programs, such as the M-1 Grand Prix in December and Who Is a 
Real Celebrity? in the new year, were also very successful. 

Revenue from sales of programs to affiliate stations declined, although popular programs such as Aiseki 
Shokudo (Tr. Let’s Share a Table), fared well. 

Program streaming revenue shot up 77.8% YoY, owing to the solid performance of Aiseki Shokudo, which I 
have just mentioned, and an increase in drama content in the second half of the fiscal year. In addition to the 
spread of TVer, we believe that so-called "stay-at-home" demand has also contributed to this strong 
performance in program streaming. 



 
 

  

Next, on page 13, you can see the quarterly spot revenue trends. 

From September onward, there were signs of recovery, and sales in the third and fourth quarters returned to 
the year-before levels, but this was not enough to cover the decline in the first half, resulting in a total YoY 
decline of approximately JPY3.7 billion.  



 
 

  

Please see the next page for changes in spot revenue by industry. 

Most of the industries, especially the leisure industry that was severely affected by COVID-19, decreased their 
spot ads significantly. 

On the other hand, public offices and political organizations conspicuously launched their ads to raise 
awareness of COVID-19 countermeasures. 

In addition, we have seen an increase in the number of advertisements for at-home shopping services, meal 
delivery services as represented by Uber Eats, telework support services, sanitizing and antibacterial products, 
and other services tailored to people's lives that have been transformed by COVID-19. 



 
 

  

Next, page 15 shows the program cost for the fiscal year under review. 

The cost posted a significant YoY decrease. 

As I mentioned earlier, the main reason for this was that we were forced to cancel broadcasting sports 
matches and recording programs due to restrictions on going out caused by COVID-19. In addition, in light of 
the recent revenue and expenditure situation, we have been continuously working on optimizing our program 
cost, and we are beginning to see the results of these efforts.  



 
 

  

Page 16 shows the TV viewer ratings for all individuals for the year. 

ABC TV was ranked second in Prime Time for 7 consecutive years, and ranked second in Prime 2 for 3 
consecutive years. 

Fiscal 2020 was characterized by high viewer ratings across the board for news and information programs due 
to the COVID-19 pandemic. Because of this, NHK was ranked second in Golden Time. PUT, or persons using 
television, also increased throughout the year, except for Prime 2. 

 



 
 

 

 

Page 17 shows the forecasts for the current fiscal year. 

Despite the lingering effects of the COVID-19 pandemic, the spot advertising market has been on a recovery 
trend since the third quarter of the previous fiscal year and posted steady growth in April, so we expect sales 
and profit to increase YoY for the current year. 

On the other hand, the program cost is expected to increase due to the return of location shootings, 
recordings, and sports broadcasts that were cancelled in the previous fiscal year.  



 
 

  

Page 18 shows the breakdown of revenue. 

Based on the Group's new Medium-Term Management Strategy, we have divided our businesses into 2 major 
segments since the current fiscal year. They are the Broadcasting business, which focuses on advertising 
revenue from broadcasting, and the Content business, which earns revenue by monetizing the content and 
intellectual property, such as videos and events. 

For each business, we will analyze viewers, needs, and sponsors, and plan and produce content that is more 
appealing and sought after.  



 
 

 

Page 19 shows some results and topics for FY2020. 

In the Middle of Nowhere continued to perform well, topping the average viewer ratings for all regular variety 
shows in the Kansai region for the year. In March, it won the Hashida Award, which is given to programs and 
people featuring the Japanese spirit and human interaction, for the first time ever for an ABC TV program. 

Our proud special programs during the year-end and New Year's holidays were also strong, with the M-1 
Grand Prix recording its best viewer rating since its revival in 2015. Who Is a Real Celebrity? also posted its 
highest rating ever. We are also expanding our audience participation digital development every year and 
improving our profitability. 

We also have a broad range of business developments that go beyond broadcasting. 

Though it is broadcast on local, the late-night variety, Aiseki Shokudo (Tr. Let’s Share a Table), was ranked 
third in the number of views for the year in TVer's variety show category and won the TVer Award 2020 Special 
Prize. 

Late-night dramas from the Drama L and Drama+ frames also performed well in distribution. In particular, the 
TV drama Momoiro Anzuiro Sakurairo (Tr. Color of Romance), which was broadcast in February, achieved the 
highest number of views in our history on TVer. 



 
 

 

Next, in fiscal 2021, we will further accelerate the new challenges in addition to TV. 

In April, DRAGON CHEF 2021, which will determine the number 1 star chef of the next generation, was 
launched. 

With the theme of rediscovering the charms of regions, this program aims to introduce Japan's food culture 
to the world, and young chefs from all over the country are engaged in a fierce battle for the first prize of 
JPY10 million, the same amount as that for the M-1 Grand Prix. In preparation for the final round in the 
summer, the project will be developed from various angles, including terrestrial broadcasting, distribution on 
the official YouTube channel, and simultaneous distribution on Abema TV. 

Also, The Secret Game Show, a non-scripted gameshow format developed in collaboration with the major US 
program production company, won the top prize in a global contest held in April. It was the only Japanese 
program awarded the prize, and we look forward to future developments in the new field of content format 
development. 

As I mentioned earlier, the values of society have changed drastically due to COVID-19. In these circumstances, 
the environment surrounding television is accelerating dramatically. I would like to take this situation as an 
opportunity to create content that goes beyond the boundaries of conventional television, keeping a stance 
of putting content first. We would like to monetize the content by choosing the most suitable platform for 
distribution. We would like to ask for your continued support during the current year as well. 

  



 
 

 

Moderator: That is all the explanation for the financial results. 

Next, President Okinaka will now explain the new Medium-Term Management Strategy.  



 
 

 

Okinaka: This is Okinaka again. 

First, I would like to briefly review the previous Medium-Term Management Plan, SUNRISE 2018 to 2020. For 
the past 3 years, we have been in full-scale group management, and there have been many things that have 
gone wrong and many things that have gone right. 

As you can see in the graph on the lower left, we unfortunately fell short of our numerical targets for FY2020, 
the final year of the plan, of JPY89 billion in net sales and JPY6 billion in ordinary income. 

However, over the past 3 years, despite repeated trial and error, I believe that we have established the 
foundation of a form of group management, centered on the Content business. I feel that we have grown 
both materially and spiritually, or in other words, in terms of our consciousness. 

The Lifestyle business is still in its infancy, but I believe that the foundation for it has been laid. As for our 
strategy as a comprehensive content business group that does not rely solely on broadcasting, I evaluated it 
to a certain extent since the foundation for the next stage of full-fledged growth is now in place. 



 
 

  

We have formulated the new Medium-Term Management Strategy to take over these activities.   

This is our Medium-Term Management Strategy, NEW HOPE, for the period from 2021 to 2025. 

We have changed the name to Medium-Term Management Strategy because we focus on group growth 
strategy. 

As for the financial plan, we have decided to set the planned figures for 3 years and then we will conduct an 
annual review of the figures for the following 3 years. 

 



 
 

 

 

Our business philosophy is as follows: 

As a dynamic and creative corporate organization, the Group continues to evolve while adapting to changing 
social conditions and contributes to the development of society. 

Based on this philosophy, we will strive to become a comprehensive content business group. 

 

 



 
 

 

 

And here is the vision of a NEW HOPE: Creating and Delivering New Happiness. 

We have set aside a large amount of space to our management philosophy and vision. 

After the past 3 years since we shifted to group management, we reemphasized the importance of the 
cohesiveness, centripetal force, and bilateral cooperation of the Group’s member companies. 

As is the case with the priority targets explained in the next slide, we emphasized the importance of the 
philosophy and vision because they will be the raison d'etre of the Company in the midst of the great changes 
in the future, and in turn, they will greatly contribute to the significance of work and motivation for employees. 

We also believe that it is important to first raise the awareness of all Group employees for future proactive 
ESG initiatives. 



 
 

 

 

These are the priority targets. 

With them, we expect that our productivity will be enhanced as the awareness and motivation as a Group 
improve. 

The first target is to strengthen and diversify the Group’s human resources. The second is to strengthen and 
deepen the Group’s collaboration. I believe that these 2 are the 2 most important targets in the Group's 
Medium-Term Management Strategy. 

The third and fourth, to build a data utilization system and pursue the use of digital technologies and to create 
businesses that contribute to solutions to social issues are also major goals. 

As we move toward these 4 priority targets, the Group will consider achieving consolidated net sales of JPY100 
billion by FY2025. 



 
 

  

With this Medium-Term Management Strategy, in order to clearly and strategically grasp the growth of each 
business, we divided our business domains into 3 categories: Broadcasting, Content, and Lifestyle. 

The Broadcasting business focuses on media advertising revenue; the Content business generates direct 
revenue from IP and content such as videos and events; and the Lifestyle business includes housing, golf, at-
home shopping, and other businesses. 

We will deepen our analysis of each of these 3 businesses and link our analysis to significant growth.  



 
 

  

Here is an image of the growth of each business domain. 

The forecasts for the current fiscal year, FY2021, are shown in the left chart, and the targets by FY2025 are in 
the right chart. 

In the Broadcasting business, we will maintain at least the current level of sales, and aim to exceed it. We aim 
to nearly double sales in the Content business to JPY25 billion. We plan to expand sales in the Lifestyle 
business to JPY19 billion. 

Overall, we aim to achieve consolidated net sales of JPY100 billion, operating income of JPY5.7 billion, and 
ordinary income of JPY6 billion by FY2025. 



 
 

  

Please move on to page 29. These are the planned figures for the next 3 years. 

The figures for FY2023, the midpoint, are shown in the upper right corner of the table. We target net sales of 
JPY92 billion and operating income of JPY4.5 billion for the year. 

The table at the bottom shows the sales forecasts by business. 

We will increase sales in the Content business by approximately 1.5-fold to JPY19 billion in FY2023 from 
FY2021.  

We aim to raise sales in the Broadcasting and Lifestyle businesses as shown here.  

We would like to achieve these goals for sure. 



 
 

  

I will now briefly explain the strategy for each of the 3 businesses. 

First, let's talk about the Broadcasting business. 

The market size is still large and the business will remain a major pillar of our Group in the future. We will 
continue to strengthen this area. 

 

 



 
 

  

Next is the Content business. 

This is the business domain in which we will realize the most significant growth in this Medium-Term 
Management Strategy. 

First and foremost, we need to strengthen our planning and production capabilities. We will maximize 
revenue with a multi-faceted sales approach. And we will also enhance our value chain and improve our 
production system. 

 

 

 



 
 

 

Please see this. 

As you can see in this previous slide, we aim to increase sales in the Content business, shown in orange, to 
almost double the amount from the FY2021 forecast of JPY12.6 billion to JPY25 billion for FY2025. 

 

 

 



 
 

 

Here is the breakdown. First is the animation business above. 

We plan to further expand late-night anime programs. We will also consistently produce animated films. In 
addition to strengthening the value chain by making the animation production company SILVER LINK, Inc. a 
consolidated subsidiary, ABC ANIMATION, INC. launched a 3D animation studio last year. In total, we aim to 
increase sales in the animation business by JPY2.5 billion to JPY3 billion by 2025. 

The bottom left corner depicts the plan for live-action content such as dramas and variety shows. 

We would like to try making documentaries and reality shows. We will also promote multiple developments 
such as the stage adaptation of drama spin-offs and increase overall sales by JPY3 billion to JPY4 billion. 

In addition, last week on May 10, ABC FRONTIER, INC. and Super Eccentric Theater launched a joint venture 
theater production company. 

In the event business, after COVID-19, we aim to increase revenue by increasing the number of self-planned 
events and are now actively preparing for them. We are also aiming to receive outsourcing orders for the Expo 
2025 Osaka, Kansai, Japan. For the event business, we aim to increase revenue by JPY3 billion to JPY3.5 billion. 

Including other businesses, such as the music publishing business and the development and production of 
new content-related businesses on consignment, we aim to achieve sales of JPY25 billion in the Content   
business as a whole for FY 2025. 



 
 

  

Next, we would like to see sharp growth in the Lifestyle business. 

As I told you, we have combined the Housing business, Golf business, at-home shopping and other businesses 
into the Lifestyle business. 

In addition to strengthening the existing businesses, we would like to try to operate new businesses that solve 
social issues. The key here will be how to utilize the resources of the Group. Of course, the use of the digital 
domain is also an important point. 

 



 
 

  

Here, this is again the chart of the growth image of the business domains mentioned earlier, and the part in 
green shows sales of the Lifestyle business. 

We aim to grow sales of the business, which is forecast at JPY14.2 billion for FY2021, to JPY19 billion by FY2025.  



 
 

 

Here is an image of the growth. The breakdown is as follows. 

We will expand the Lifestyle business by strengthening not only the mail-order business by utilizing our TV 
promotion capabilities, but also e-commerce. 

In January of this year, we established a new company, ONE DAY DESIGN Inc., jointly with DMM.com LLC, a 
company with strong e-commerce capabilities. In April, ONE DAY DESIGN launched an information shopping 
program, Honobono Shigeru, hosted by Mr. Shigeru Joshima of TOKIO, on ABC TV, and it got off to a good 
start. 

We aim to increase sales in the mail-order business by JPY2.5 billion to JPY3 billion by FY2025. 

In addition, we are currently working on several projects to develop new businesses in collaboration with 
other companies, and we expect these projects to contribute to our earnings. 



 
 

  

Next, I would like to talk about the growth investment strategy.  

As stated on this page, we will continue to invest in M&A and joint ventures as a means of acquiring resources 
and functions that fall short of our group in accordance with the strategy of each business domain.  



 
 

 

 

Next, these are our financial strategy and dividend policy. 

In our financial strategy, we will procure funds with consideration of capital costs and the market environment 
and actively make investments for future sustainable growth. 

As for the dividend policy, we will consider the balance between investments in growth and dividend 
payments, while maintaining a stable and flexible dividend payout ratio of 30% on a consolidated basis. In 
addition, with the exception of times of significant stagnation in business performance due to sudden 
deterioration in the business environment, we have set a minimum annual dividend of JPY10 per share. 

This concludes my explanation of the vision and strategies that we are aiming for in our new Medium-Term 
Management Strategy for the next 5 years. Thank you very much. 

Moderator: That is all the explanation we have for you. 

  



 
 

Question & Answer 

 

Moderator: We will now move on to questions and answers. Please note that today's presentation and Q&A 
session are covered by the transcription service. If you have any questions, please provide your name and 
company name, then ask your question. Please note that questions from analysts and institutional investors 
will be given precedence. 

Questioner: I will now ask you questions. I have 3 questions, all of which are related to the Medium-Term 
Management Strategy that you announced. 

You said that sales in the Content business will grow the most. The first question is how much contribution 
you expect the Content business to make to operating income in the final year of the Medium-Term 
Management Strategy. 

The second question is also about the Content business. In order to grow the top line the most, you will 
naturally need investments. Please tell us how much you expect to invest in whether joint ventures or 
production expenses. 

The third and final question is how to monetize the Content business. Do you mainly envision creating new 
content for the Content business and monetizing it? Or do you plan to monetize the existing broadcast content 
through other routes than broadcasting so that its composition ratio in sales will be larger? Can you give us 
an idea of what kind of content you plan to monetize? 

I would like to ask these 3 questions. 

Okinaka: Now, I, Okinaka, would like to answer the third question.  

On the third point of creating new content. At the moment, we are thinking of producing and monetizing both 
existing broadcast content and other content in a larger scale. 

First of all, in the area of animation, we are still producing late-night animation programs, but most of them 
are made for launch in DVDs or spin-off movies that are affiliated with TV programs. 

Now we are planning to produce 1 or 2 animation films per year that are not related to late-night animation 
programs, broadcasting. They will be perfectly original films, and be mainly in collaboration with Kyoto 
Animation or some other animation studios. 

In the areas of dramas, documentaries, and variety shows, we have been able to make agreements mainly 
with distributors to create original content, etc. Of course, there are special editions derived from TV programs 
and special editions for video distribution, but we are also thinking about completely original things while 
consulting and planning with each party. 

As for the event business, in the past, we used to be just an investor in the past events, but since about a year 
ago, we have been actively planning and producing our own original programs and events, mainly those 
featuring TV programs. In that sense, we are planning to develop our event business mainly through MASH 
CORPORATION, an event business company that joined our group 2 years ago. 

In addition, since MASH has been doing very well in the area of contract work for the Expo 2025 Osaka, Kansai, 
Japan, I think they will do very well. 



 
 

We also have music production, but basically, we cannot achieve the target of our Medium-term management 
strategy by the Broadcasting business alone, so we would like to produce other content to make a big jump. 

As for the first and second question, Ogura, Director in charge of Accounting, will answer. 

Ogura: This is Ogura, in charge of accounting. 

I am sure there will be questions like that from everyone, but to be honest, at this point it is difficult to 
separate Broadcasting and Content based on profit. 

The reason for this is that we can expect a certain level of sales, there is the problem of allocation. 

This is particularly the case for the ABC TV. In many cases, the labor cost for creating the content is the same 
for both the Broadcasting and Content businesses, so it is difficult to determine the ratio of profit between 
Broadcasting and Content at this stage. 

First of all, in the first year of the Medium-Term Management Strategy, we will make a series of accounting 
calculations with this issue in mind, and we will have a rough idea of what the situation will be like during the 
current year as the figures at hand in this new segment. Then, from the second year onward, we will internally 
assess how much of the profit is from the Broadcasting business and how much is from the Content business. 

We would like to explain the results of calculations to you after the accuracy is improved. At this point, I would 
like to ask for your understanding on this matter. 

In terms of investment, I think the main focus will be on investments in content. One of the first things we 
would like to do is to check how much profit we can expect to make from the upfront investments we are 
already making during the current fiscal year. Naturally, if it is profitable, the investment amount will be 
increased. 

However, in the area of content, especially animation, there is limited production capacity among investment 
targets in the future. In short, there are not so many studios that make animation films, so we would like to 
examine how much we can invest in them as we run our investments. 

Therefore, over the next 3 years, we expect to make investments of several billions of yen, but we will 
continue to monitor how profits increase. 

Okinaka: These were our answers. Are you okay with them? 

Questioner: Thank you very much. 

Moderator: Next, please. 

Questioner: I have 3 questions. 

First of all, could you tell us about your plan on spot ads for the current year, if possible, the balance between 
the first and second halves, especially what you assume for the second half? This is my first question. 

The second question. You mentioned that your production cost plan for the current fiscal year is JPY16 billion. 
What is the position of this level in light of the Medium-Term Management Strategy? Are you likely to increase 
the amount or do you plan to do all within this amount? What are your current thoughts on the status of 
production costs, including the profit targets in the Medium-Term Management Strategy? 

This third and final question is about the mail-order business on page 36. 



 
 

You plan to generate additional sales of JPY2.5 billion to JPY3 billion by 2025. Please show us your plan on 
what kind of things you will sell concretely. If possible, please provide more detailed information about the 
new business in collaboration with DMM.com, which is listed in Other businesses, will be and where you are 
aiming for. 

That is all.   

Yamamoto: Now I, Yamamoto, will answer the first question about spot advertising figures.  

With regard to the budget for spot ad sales, it is not of significance to see the estimates for the current year 
in comparison with the results in the previous year, FY2020, because of the big impact of COVID-19 in the 
year. So, considering the forecast for the current year, we compare it with the result in FY2019. In other words, 
we take a stance of how we can recover sales toward the FY2019 result. 

In that sense, the estimate of spot ad sales for the current year is around 95% of the FY2019 result. 

While the situation remained as we cannot be optimistic about, spot ad sales particularly decreased in the 
first half of the year under review due to COVID-19. We expect that there will be a reactionary rise for the 
current fiscal year. However, before April, the state of emergency declaration was yet to be lifted, the future 
of COVID-19 was difficult to foresee, and we did not know whether the Tokyo Olympics will be held, so we set 
the estimate on spot ad sales at 95% of the FY2019 level. 

Breaking this down to the first and second halves, we formulated our budget with 90% of the FY2019 level for 
the first half and 100% for the second half, resulting in 95% in total. This is what we expected for spot ad sales. 

In FY2019, spot ad sales were 97.4% of the year-before result in the first half and further down at 91.7% in 
the second half. We factored in that situation. In addition, based on the assumption that a recovery during 
the first half of the current year would be difficult as the COVID-19 situation is yet to foresee in the first half, 
we expect that annual spot ad sales will return somehow to 95% for the full year. 

So far, for April and May, the figures were generally in line with our expectation.  Spot ad sales in April on a 
local basis were 90% of the result in the same month of FY2019. Local sales in May have been 103% so far, so 
the recovery trend since the second half of the previous year has not changed significantly amid the ongoing 
COVID-19 pandemic. 

However, as we do not foresee more increasingly how spot ads will turn out every month, it is very difficult 
to expect the results. Moreover, as I mentioned earlier, spot ad sales will be affected considerably by the 
Olympics. In an ordinary Olympic year, the budget for spot ads tended to be slashed by time sales, so spot ad 
sales will change depending on whether the Olympics will be held. 

The second question is about the production costs. In the previous year, as I explained earlier, in the first half 
of the year, especially from April to June, we were unable to produce new programs, so our production cost 
had to decrease by a large amount, about JPY15 billion, as we filled the time frames with omnibuses of past 
programs. 

For the current year, we set the program cost at JPY16 billion, including upfront program expenses, since 
sports programs and other programs will return. 

In addition to new golden-time programs, ABC TV will increase revenue in the Content business in the 
Medium-Term Management Strategy. Since this is a major goal, we will make various organizational changes 
in June and make some other major changes. 



 
 

For this reason, we set the figure, the JPY16 billion, based on the assumption that development costs for 
content, which are linked to broadcast programs, will be included in the program cost, and that costs for 
programs, or rather content, which are not limited to broadcast programs, will also be included. 

Normally, we would like to increase the program cost if possible, but since it really depends on spot ad sales, 
we would like to control the cost while monitoring the trends of spot ads. So far, we expect that we will be 
able to do all with this JPY16 billion for the current fiscal year, including content development spending, so 
for the time being, we would like to keep the program cost at JPY16 billion as a target. 

That is all from my side. 

Okinaka: I would like to answer the question about at-home shopping. 

We are considering sales expansion of JPY2.5 billion to JPY3 billion in mail-order sales. Under the current mail-
order sales framework, we expect growth of more than JPY500 million or more. We aim for expansion of 
JPY1.5 billion to JPY2 billion in the area of collaboration between ONE DAY DESIGN Inc. and DMM.com. 

Regarding merchandise of ONE DAY DESIGN, at the moment, we do not have enough products for sale, but 
the personality of the program, Mr. Shigeru Joshima, is just 50 years old this year, and the concept is to 
develop new products with Mr. Joshima's help in order to propose a lifestyle for people turning 50. After the 
summer, when the regular mail-order business will settle down a bit, we will introduce the products we have 
developed through this process, and we are considering to expand sales by JPY1.5 billion to JPY2 billion. 

In addition, in the area of mail-order, we are currently examining and thinking of participating in a cross-
border e-commerce collaboration project abroad. 

In addition to that, we also have a joint project with DMM.com, which is a very aggressive project for both 
parties. Of course, we have not included this in our Medium-Term Management Strategy, but we are currently 
talking about achieving the sales of JPY10 billion at ONE DAY DESIGN. 

We are thinking mainly of a customer remittance service using the TV media, and app-based games and 
website games. 

In addition to DMM.com, we are currently considering collaboration with a major company. Although we have 
not yet reached the stage where we can announce the specific details, but we expect to launch one or two  
new collaborations with other companies during the current year. 

If we include such things, I believe that the growth of new businesses, which can solve social issues, can be 
expanded a little further beyond the current target of JPY19 billion regarding the Lifestyle business. That’s all.  

Questioner: Thank you very much. 

Moderator:  Thank you. Is there anyone else who would like to ask questions? There seem to be no other 
questions, so we would now like to close today’s briefing. 

Thank you very much for taking time out of your busy schedules to participate in today's briefing on our 
financial results and Medium-Term Management Strategy. We look forward to your continued support for 
our Group. Thank you very much. 

Okinaka, Yamamoto, Ogura: Thank you very much. 

[END] 


